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Abstract 
The objective of this research is to investigate customer based brand equity dimensions in 
Iranian tire industry. The study is an applied work concerning the objectives and a survey work 
regarding data gathering tool. Data was collected from 384 Passenger Car Radial tire (PCR) 
consumers of Barez Industrial Group products in Iran through questionnaires using cluster sampling 
technique. The results show that Brand Awareness, Brand Association, Perceived Quality and Brand 
Loyalty are the dimensions of Customer Based Brand Equity in Iranian tire industry. As marketing 
managers often have limited resources in terms of money, time, and manpower to implement 
branding strategies, so these findings can help them to prioritize and allocate resources across 
important dimensions. 
Keywords: brand awareness, brand association, perceived quality, brand loyalty, customer 
based brand equity 
Introduction 
In today's competitive and brand-oriented markets, building a strong brand equity, is a 
challenging task for organizations. To achieve this, companies must be in the context of the current 
needs and future expectations of its customers to have sufficient information (Farah Ahmad & 
Najeeb U. K. Sherwani, 2015). 
We live in a world which is full of spread and rapid changes in various sectors. In the field of 
trade, these changes have made more appropriate choices opportunities for consumers and bitter 
realities for manufacturers. Facts such as rapid changes in technology, rapid changes in the market 
and customer needs, pressures caused by monetary and fiscal policies and the division of mushroom 
species of consumer markets, with these conditions, it seems that companies must seek to achieve 
the new models of business, to ensure growth of them in the future (Karimi and Mahmoud, 2012). 
A strong brand helps to organizations that distinguish themselves in the market, 
communicate with customers and get appropriate feedback from them and be able to create a 
positive attitude from self in their mind and this positive attitude of customers to brand, leads to 
brand equity that help companies in maintaining financial performance and their business (Jyoti 
Pradhan & Devi Prasad misra, 2014). 
Brand equity is one of the most important marketing concepts that have been widely 
discussed by scholars marketing. In Iran, brands as an asset on the balance sheet are not indicating 
that this leads to neutralize the long-term management focus to any internal development of brand. 
Thus, cash flow and short term profits often are used as important parameter of performance 
(Nopasand, Malek, Hosseini Chegini, 2013). 
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One of the important issues that in Iranian tire industry especially, can be seen in Barez 
Industrial Group and has no also paid special attention to it yet, is the lack of a strong brand with a 
distinctive identity and personality and high special value. 
Given the widespread presence of domestic and foreign brands in the Iranian market and 
offering products with similar features by products of this company, the need for organization 
manager’s attention to this important has been demanded and according to the role of brand equity 
in this regard, it seems more researching for investigating the status of the dimensions of Customer 
Based Brand Equity in Barez Industrial Group are needed to identify its dimensions and offering 
ways to improve them is felt until can be promoted the position of this brand in the market. 
Unfortunately, studies done about brand equity and its dimensions been very restricted in 
Iran and this dimension of marketing have been neglected from scientists and marketing managers. 
However, global companies, more than half of its sales successes, especially among developing 
countries thanks to their brand. Perhaps, the quality and services represented of Iranian products as 
much as their foreign competitors but, consumers tendency to foreign brands is more. Marketing 
managers should pay attention to the fact that as much as quality and service are vital, attention to 
brand is important and is very effective in creating a competitive advantage and customer loyalty 
(Karimi, Mahmudi. 2012). 
Table 1: Tire manufacturer companies in Iran and the share of their production (reporting 
Assembly Barez Industrial Group, 2014) 
Table 2: Production, import and consumption of tire in Iran during the last 5 years (reporting 
assembly significant industry group, 2014) 
Year Tire production (thousand tons) Import (thousand tons) Tire consumption (thousand tons) 
2010 211 117 328 
2011 210 114 324 
2012 210 102 312 
2013 218 101 319 
2014 220 149 369 
According to the above tables and looking at the performance of active companies and the 
growing need of country in the industry, it seems that despite of many efforts and planning of 
domestic manufacturers in offering products with competitive quality, these companies due to lack 
of enough attention to activity in brand field especially its equity are facing many challenges and 
problems, such as satisfaction and customer loyalty, maintain current customers, attract new 
customers and gain appropriate market share, especially in dealing with the foreign competitors. 
Company Name Share of production (percentage) 
Barez Industrial Group 35.6% 
Dena Tire company 15.6% 
Kavir Tire Company 12% 
Retavil  Tire Company 10.8% 
Yazd Tire  Company 9% 
Pars  Tire company 7.6% 
Iran  Tire company 4.3% 
Kian  Tire company 3.6% 
Khuzestan  Tire company 1.6% 
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Above reasons reveal the need of paying more attention to scientific researches to solve the 
problems of this industry more. 
This led that this paper to investigate the status of effective dimensions on customer brand 
equity to deal as a key indicator to evaluate success of the company in the market. 
Theoretical foundations and background of research 
Brand equity 
Brand equity is one of the concepts that mean the difference between brands. What that 
attracts consumers to a brand and cause to choose of it, is its value known as brand equity. 
As well as high brand equity can lead to an increase effectiveness of advertising and sales 
promotions, increasing the speed of market penetration and reduce the cost of development of new 
products lines, whereas the effectiveness of brand equity on benefit and shareholder returns has been 
proved. (Rahimi Nik and Sharif Samet, 2013). 
According to David Aaker (1991), brand equity increases the efficiency of marketing 
programs and customer loyalty to the brand, reduces the cost of promotional activities and through 
the expansion of the brand, provides a platform for its growth and development. Therefore, brand 
equity causes the brand profit and provides cash flow for organization. Strong brands can be 
considered the most valuable assets of business enterprise; because it allows the organization can be 
achieved more profit margins, better cooperation channels as well as other benefits (Ulsan, 2008). 
Customer Based Brand Equity 
From the customer’s perspective the brand equity is part of the attractive or repulsive than 
certain product of a specific company. This by the invisible part of the provided product is 
produced, no by the product features. At first, a brand in addition to having similarity with the other 
products can be affected by advertising, the usage experience and other activities and its reliability 
which these can be expanded a series of concepts and association of ideas than available product. 
Especially, the brand equity can be created on the features that are without intrinsic value. 
Aker’s Customer Based Brand Equity model as a theoretical model of research 
There are many suggestions for dimensions of brand equity that first and most famous of 
them has been provided by Aker (1991) that can be said are a purely psychological model that the 
equity from the perspective of the consumer is measured. The Aker’s brand equity model includes 5 
dimensions, brand awareness, brand association, perceived quality of brand, brand loyalty and other 
proprietary brand assets which is related to the company. Practically first 4 dimensions in analysing 
Customer Based Brand Equity is considered that even Aker from these 4 factors in his other views 
has used and the fifth factor which includes the market value of brand assets, like the patent, 
research and development investments and the channel relationships as a communication channel 
between the company and the other factors no as a direct relationship with the consumer and 
market- based has raised. Aker stated the concept of brand equity by combining the attitudinal and 
behavioural aspects and the most comprehensive framework to investigate the brand equity has 
created. 
Brand awareness 
Based on the Aker’s view, brand awareness has a close relationship with the brand 
association. He defined the brand awareness as the ability of consumer in recall and recognition of a 
particular brand in a product group. The brand awareness can be affected the consumer perception 
and to propel him for choosing a brand and even loyalty to it. 
Brand association: Aker defines the brand association as: “anything that communicates 
between memory and a brand,” Brand associations can be seen into various forms and also can be 
reflected features of a product and also aspects independent of its characteristics of that product. 
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With similar view, Higgins (2006) introduced brand awareness the ability of customer in brand 
recognition through promotions and reminding brand without promotions. 
Perceived quality of the brand: The perceived quality is the judgments and arbitration of 
customer about the advantage of product compared to competitor’s products. Therefore, the 
perceived quality is not real or objective quality of product, but also is customer subjective 
evaluation about the product. 
Brand loyalty: Loyalty led to rebuy of consumption goods. In the marketing literature most 
concepts of brand loyalty, it equivalent with concepts such as: rebuy, preference, commitment .these 
terms are used interchangeably. 
Research background 
Because of the importance of Customer Based Brand Equity in the marketing, the creation of 
competitive advantage and obtaining proper position in the minds of customers some researches has 
been done in this field in the country and abroad. 
Mahmoodi and Karimi (2012) done a research entitled assessment factors affecting the brand 
equity in the tire industry from the perspective of consumer in the South of Khorasan province and 
on the Kavir tire brand. They studied the relationship among brand awareness, brand association, 
perceived quality and brand loyalty with the Customer Based Brand Equity of products (tire) from 
the consumer’s perspective. That the results obtained show that loyalty and perceived quality have a 
significant and positive correlation with the Customer Based Brand Equity, but brand awareness and 
brand association have not a significant and positive correlation with the brand equity in this 
industry. 
In a research, Musekiwa (2013) examined these dimensions in the OK supermarkets at 
Bindora and showed that all dimensions of this model have a significant and positive correlation on 
the brand equity in this industry. 
Table 3: Comparison of previous researches 
Title of research Brand 
awareness 
Brand 
association 
perceived 
quality 
Brand 
loyalty 
Assessment of factors affecting the brand equity in the tire 
industry from a consumer perspective in the South 
Khorasan province (research case: Kavir tire company 
brand). Mahmoodi & Karimi (2012) 
    
Assessment of brand equity and the effective factors on it 
from consumer's perspective (analytical model) Karbasivar 
& Yardel 
    
Effective dimensions on the Customer Based Brand Equity 
of retails for OK supermarket in Bindora (Musekiwa 2013) 
    
Effective of dimensions of Customer Based Brand Equity 
of Aker, offering a model in the banking sector (Sonu Dua 
& et al, 2013) 
    
Functional research on the effective of brand equity of 
mobile phones on the customer satisfaction (Farhad 
Ahmad & et al, 2015) 
    
Effective dimensions on the Customer Based Brand 
Equity: study on the Malaysia brands (Leh & lee, 2011) 
    
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In the research impact of Customer Based Brand Equity’s dimensions of Aker offering a 
model in the banking sector of India country, Sonu Dua and et al showed that all dimensions of this 
model including brand awareness, brand loyalty, perceived quality and customer loyalty on the 
brand equity in this industry has a significant correlation. 
Farhad Ahmad and et al (2015)  also studied by functional research on the impact of brand 
equity of mobile phones on the customer satisfaction, relation of the dimension of brand equity on 
the brand equity and customer satisfaction. The results of this research indicate that all dimensions 
of Aker’s Customer Based Brand Equity that including brand awareness, brand association, 
perceived quality and brand loyalty has significant and positive impact on the brand equity. 
Hypotheses of the study  
According to the mentioned discussions and theories offered, chosen theoretical framework 
of this research is based on David Aker’s Customer Based Brand Equity model. Therefore, the 
hypotheses are shown as follow. 
H1: Brand awareness is one of the dimensions of Customer Based Brand Equity in the Barez 
industrial group. 
H2: Brand association is one of the dimensions of Customer Based Brand Equity in the 
Barez industrial group. 
H3: Perceived quality is one of the dimensions of Customer Based Brand Equity in the Barez 
industrial group.  
H4: Brand loyalty is one of the dimensions of Customer Based Brand Equity in the Barez 
industrial group. 
H5: Brand awareness among the consumers of products in the Barez industrial group has a 
good situation. 
H6: Brand association among the consumers of products in the Barez industrial group has a 
good situation. 
H7:Perceived quality among the consumers of products in the Barez industrial group has a 
good situation. 
H8: Brand loyalty among the consumers of products in the Barez industrial group has a good 
situation. 
 
 
 
 
 
 
 
 
Figure 1: Conceptual model of the study 
Methodology 
Statistical population and data analysis method 
This research is practical and descriptive-survey. Since the questionnaire has been used to 
collect information, this research is the survey researches. 
The statistical population of this research is end user of passenger car radial tires of Barez 
industrial group in Iran. The sample size base on Cochran formula in the unlimited population was 
estimated 384 statistical samples. For determining eligible people for sampling considering of extent 
Customer 
Based 
Brand 
equity 
Brand 
awareness 
Brand 
association 
 Perceived 
quality 
Brand loyalty 
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of statistical population and disabling to provide a list of all customers, the cluster sampling method 
was used. 
The questionnaire includes two parts. The first part of the questionnaire includes the main 
research question by studying researches conducted the number 32 closed questions as Likert 
spectrum of 5 options (from I quite agree to I quite disagree) was extracted that deal to examine the 
research’s hypotheses. The variables of this research include brand equity, brand awareness, brand 
association, perceived quality and brand loyalty that 4 listed variables as dimensions of customer 
based brand equity have been considered. 
The second part is related to the personal information of respondents, to run the pre-test, 30 
questionnaires were distributed between the subjects and the amount of Cronbach’s alpha was 
obtained 0.881 by using the SPSS software. for analyzing the data at first the description level and 
then the inferential level has been used to investigating the verification of the model from the 
"confirmatory factor analysis" test «T single sample», «T paired" and "Analysis Friedman rank" to 
respond to the hypotheses, SPSS software version of 19 and 8.72 version, LISREL software. 
Data Analysis and Results 
The descriptive results of the demographic characteristics 
Table 4: Descriptive results of the demographic characteristics 
 Frequency Percentage 
Gender Men 336 87.5 
Women 48 12.5 
Total 384 100 
Age Less than 25 years 19 4.9 
26-35 100 26 
36-45 173 45.1 
46-55 75 19.5 
Over 55 years 17 4.4 
Total 384 100 
Education Under diploma 66 17.2 
Diploma 128 33.3 
Associate degree 85 22.1 
BA 77 20.1 
MA and higher 28 7.3 
Total 384 100 
Income Lower than 1 million 81 21.1 
1-2 million 249 64.8 
More than 2 million 54 14.1 
The inferential analysis of research findings 
Good indicators of fitness model 
Table 5: The indicators of fitness model 
Chi-Square df Sig 
217.555 87 0.000 
 Due to the amount of significance level (has been lower than 0.05) is concluded the research 
model is appropriate and is approved. As shown the written fitness indicator in the above table these 
Openly accessible at http://www.european-science.com                                                     1597 
 
  
  Special Issue on New Dimensions in Economics, Accounting and Management 
   
 
research’s data have perfect fitness with the operating structure and theoretical research 
infrastructure and this indicate alignment of questions with theoretical structures. 
 The results of two-order hierarchical confirmatory analytic factor (measurement models) 
 
Figure 2: Two-order hierarchical confirmatory analytic model in the case of estimated 
standardized coefficients 
 Figure 2 shows the research model in the case of estimated standardized coefficients. In this 
model, brand equity variable exogenous and brand association, brand awareness, perceived quality 
and brand loyalty variables are endogenous. In this figure, numbers and coefficients are divided into 
two categories. First category is as measurement equations that are the relations between the latent 
variables (oval) and clear variables (rectangular). 
Figure 3 shows the research model in the significant case (t-value). This model in fact all 
measurement equations (factor loads) and structural equations by using the t statistics is tested. 
According to this model, the path coefficient and factor load is significant on the 95% level of 
confidence. If the amount of t statistics  be out of – 1.96 to + 1.96, the results of the factor loads 
have been more than 0.4 and also T calculated values for each of the factor loads of each marker 
with its structure is above than 1.96. Therefore can be shown as prestigious that alignment of 
questions in the questionnaire to measure the concepts in this stage. 
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Figure 3: Research model in the significant case (t-value) 
Research hypothesis testing 
In order to perform the hypotheses testing independent sample t-test was used. Table 6 
indicates the results. 
Table 6:  Results of independent sample t-test  
Independent variables Mean SD t statistics df Significant level Result 
Brand awareness 3.525 0.571 17.998 383 0 Approved 
Brand association 3.877 0.581 29.602 383 0 Approved 
Perceived quality 4.009 0.578 34.206 383 0 Approved 
Brand loyalty 3.672 0.824 15.984 383 0 Approved 
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Results of hypothesis 1-4 
According to the results of confirmatory factor analysis and details presented it was found 
that all hypotheses are approved and brand awareness, brand association, perceived quality and 
brand loyalty are the dimensions of Customer Based Brand Equity in the Barez industrial group. 
Results of hypothesis 5-8 
The tests show that the resulting mean value has been evaluated higher than the average 
level, as the participants view, in this research brand awareness, brand association, perceived quality 
and brand loyalty as affecting dimensions of Customer Based Brand Equity have a good situation 
among the consumers of Barez industrial group products (the amount of critical number of single 
sequence test in the alpha level equal to 0.05 is equal to 1.645). On the other hand, the amount of t-
statistics for these variables is more than critical amount of single sequence. Therefore, the 
hypothesis of single sequence test based on being greater with number of 3 is approved. As a result, 
the researcher hypothesis in the error level of lower than 0.05 has been approved. 
Friedman variance analysis test for ranking the factors affecting the brand equity 
H0: Ranking of factors are same. 
H1: There is a significant difference between the mean of the least ranking of two 
components. 
According to the obtained results, it can be said there is a significant difference between the 
ranking of factors in the 95% confidence level and have not same ranking. In the following related 
tables are presented. 
Table 7:  Mean of rankings in Friedman test   
Variable Mean of ranking 
Brand awareness 1.90 
Brand association 2.74 
Brand loyalty 2.22 
Perceived quality 3.14 
Table 8: Results of Friedman test 
Calculated amount The statistics indexes 
384 Number 
220.69 2χ  
3 Freedom degree 
0.000 A significant number (sig) 
 As seen there is a significant difference between the ranking of factors, the perceived quality 
variable have had the maximum effect on the brand equity and brand awareness have had the lowest 
effect on the brand equity. 
Research findings 
As noted the brands should be managed as a valuable and long-term asset of organizations. 
In the consumer marketing the brands are the first distinction among the competitive suggestions 
and can be considered as critical factors to succeed companies. In this meantime, the Customer 
Based Brand Equity plays an important role in the management decisions and creating sustainable 
competitive advantage. In this research by studying situation of Customer Based Brand Equity’s 
dimensions that include brand awareness, brand association, perceived quality and brand loyalty has 
been dealt. 
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The brand association and awareness refers to customers’ recognition level of brand, among 
the competitors and market, the motive relationship is the positive effective factor in the consumers 
as the recipients of message. Therefore, the brand relationship with the brand equity is accompanied 
positively. 
Therefore, it is recommended that the organization pay special attention in selection 
communication media and via increasing the integrated marketing communication in order to raise 
awareness and association take a positive steps, in addition selecting type of traditional media and 
how to providing it in terms of time, location and display mode is also considered the important and 
effective factor. 
The essential foundation for strengthening brand association is developing brand identity and 
aligning marketing activities due to its identity. (Gholipoor and Bakhshizadeh, 2011) One of the 
most important problems that the brand of Barez industrial group is facing with it is lack of a strong 
identity. The organization cannot creates a special concept in the customer’s mind and replies to 
brand without creating the identity for its brand and an appropriate response from customers to it 
won’t be existed without positioning true meaning and concept of brand in their mind, we can’t 
create the close relationship between our brand and customers compulsory. In this regard, the 
creation of a brand with identity that indicate its product features among customers and one can to 
distinguish it among the other competitors, can be helpful. 
Given the widespread presence of domestic and foreign brands in the market of country and 
offer products with similar features with by Barez industrial group products, therefore, the marketers 
of this company should be created a special effort in order to creating the associations like 
confidence, trust, sense of security and comfort, unique quality, excellent after-sales service, value, 
social personality and so on. 
The perceived quality is not the real quality of product, but is the purpose of the customer 
perception of quality branded product against the other brands. Due to being affective of this 
dimension in the brand equity and its high importance from the perspective of customers than  other 
dimensions, the marketing managers should be detected factors affecting it at first and its efforts in 
order to improve the perceived quality in terms of consumers be focused. In fact, progress in 
strengthening the perceived quality and loyalty should be part of the company’s long-term goals. 
Customer loyalty to the brand causes positive oral advertising, creating the substantial 
barriers for entry of the competitors, doing stronger the company in response to competitive 
commitments, making more sales and earn and reducing customer sensitivity to the marketing 
efforts of competitors. Use of different marketing activities such as marketing communications, 
sales promotion, social participation and the effective public and social relations have an essential 
role in the increasing the customer loyalty. Offering the diverse products, various services and 
without violating, Informing people of organizations products through more advertising and  
creating a strong, long-term and continuous relationship with customers are among other issues that  
should be considered by managers. 
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